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A contentious issue in the field of destination marketing has been the recent tendency by 
some authors to refer to destination marketing organisations (DMOs) as destination 
management organisations. This nomenclature infers control over destination resources, a 
level of influence that is in reality held by few DMOs. This issue of a lack of control over the 
destination ‘amalgam’ is acknowledged by a number of the contributors, including the editors 
and the discussion on destination competitiveness by J.R. Brent Ritchie and Geoffrey Crouch, 
and is perhaps best summed up by Alan Fyall in the concluding chapter: “...unless all 
elements are owned by the same body, then the ability to control and influence the direction, 
quality and development of the destination pose very real challenges’ (p. 343). The title of the 
text acknowledges both marketing and management, in relation to theories and applications. 
While there are insightful propositions about ideals of destination management, readers will 
find there is a lack of coverage of destination management in practise by DMOs. This 
represents fertile ground for future research. 
 
The edited volume contains 21 chapters by 34 contributors representing a ‘who’s who’ in 
contemporary destination marketing research. While almost half of the authors are based in 
the USA (16), there are contributors from Australia (8), the United Kingdom (4), China (2), 
Israel (2), Canada (1), and France (1). The work is structured into seven sections. Part 1 deals 
with Destination marketing and management – Scope, definition and structures, and 
features two chapters. Youcheng Wang provides an argument for the structure of the text, 
before summarising the rationale for, and roles of, DMOs at different destination levels, and 
possible future challenges. Regarding the latter, Wang concludes by drawing on a 2008 report 
by Destination Marketing Association International, which proposed that preoccupying future 
business models will be the increasing need for DMOs to i) justify their relevance in an 
evolving market place, ii) develop a credible value proposition summarising the focus and 
contribution of the organisation to the community, and iii) increase online visibility as 
information pathways to potential visitors, relative to content aggregators. John Jenkins, 
Dianne Dredge and Jessica Taplin lament the lack of academic research relating to the 
complexities of destination management, which they attribute to the applied and short term 
nature of industry driven tourism research. They analyse current thinking, practises and 
challenges in planning and policy making, in the Australian political context; and warn that 
the real focus of policy and planning should not be underpinned by the desire to plan for 
sustainable tourism. Rather, the problem is really about how tourism, just like any other 
industry, can be managed to contribute to sustainable communities. A sustainable tourism 
industry does not necessarily equate to a sustainable community. 
 
Part 2 focuses on Understanding consumer decision making, and features four chapters. 
Philip Pearce addresses travel motivation by summarising the contributions to the study of 
tourism motivation, namely the history of travel, ‘dynamic psychology’ and reports from 
government research agencies and consultants. Pearce points out the confusion about the 
interrelationships between the terms motivation, needs, benefits, values and expectations, and 
expresses concerns about tourism motivation research methods. Underpinning the chapter on 
the complexities of understanding traveller decision making by Drew Martin, Ercan Sirakay-
Turk and Arch Woodside is the assertion that decades of positivist research methods have 
failed to provide satisfactory answers. They promote an experientialist research approach, 
which represents a new application of unstructured and semi structured models of consumer 
decision making for high involvement service purchases. Dogan Gursoy’s chapter on 
destination information search strategies focuses on implications for DMOs’ positioning and 
media selection strategies. Gursoy provides a review of the literature relating to traveller 
information searching, in the context of practitioner relevance. Andrew Walls and Youcheng 
Wang conclude the section with a discussion on the role that travellers’ experiential 
consumption plays in shaping destination marketing communication. 
 
Part 3 deals with Research, branding and image communication, and features three 
chapters. Mzaffer Uysal, Rich Harrill and Eunju Woo open with a discussion on the rationale 
for, and the key components of, destination marketing research. Asli Tasci presents a 
framework that organises the relationships between the many concepts involved in 
destination branding and positioning. Amir Shani and Youcheng Wang address one of the 
most critical tasks facing DMOs, that of developing and communicating destination image. 
They provide a summary of the most important research contributions since the field began in 
the 1970s, and outline various research techniques that have been used to measure the 
construct. 
 
Part 4, Product development and distribution, is the largest section with six chapters. 
Richard Butler presents a case study of product development in St Andrews, Scotland, in the 
context of the Tourism Area Life Cycle. John Kracht and Youcheng Wang discuss the 
evolution of tourism distribution, with emphasis on the changes in structure brought about by 
the internet. Youcheng Wang then presents a conceptual framework for a destination 
marketing system, and evaluates the sophistication levels of DMOs in the USA. Dimitrios 
Buhalis, Daniel Leung and Rob Law examine the transformational effects of information 
communications technologies are having on destination competitiveness, and promote three 
key e-tourism research areas: consumer and demand dimensions, technological innovation, 
and industry functions. Peter O’Connor, Youcheng Wang and Xu Li assess the effect the 
developing Web 2.0 and user generated content is having on consumer  behaviour, and the 
key implications for DMOs. Graham Brown, Leo Jago, Laurence Chalip, Shammen Ali and 
Trevor Mules review the role of events in destination management. 
 
Part 5 focuses on Managing stakeholders at destinations, and features two chapters. 
Youcheng Wang discusses the preconditions, principles and applications of destination 
marketing alliances among active tourism stakeholders. Claudia Jurowski presents a 
summary of the literature relating to host community perceptions of tourism, and provides a 
short case study of The Punta Cana Resort and Club in the Dominican Republic as a model 
for community-focused development. 
  
Part 6, Safety and crisis management, features two chapters. Galia Fuchs and Abraham 
Pizam provide a wide ranging discussion on the influence and impacts of safety and security 
at destinations, the motives of perpetrators, and strategies related to perception management, 
prevention and recovery. Lori Pennington-Gray and Abraham Pizam present a series of short 
cases of applied destination crisis management plans from Australia, USA, Mexico and 
Indonesia. 
 Part 7, Managing competitiveness and sustainability and embracing challenges and 
opportunities is the final section, and features two chapters. J.R. Brent Ritchie and Geoffrey 
Crouch provide an updated summary of their previously published research related to their 
model of Destination Competitiveness and Sustainability. Alan Fyall concludes the volume 
with a discussion of the challenges and opportunities that have an impact on the future of 
destination marketing and management. Fyall builds on his framework of the 15 Cs to 
provide a road map for practitioners and researchers. 
 
CONCLUSION 
This is a welcome addition to the field of destination marketing, and highly recommended for 
every tourism school’s library. A must read for any research student embarking on a 
thesis/dissertation in this field, and worthwhile supplementary reading for post graduate 
courses on destination marketing. The editors propose in the preface that the book “offers a 
comprehensive understanding of the concept and scope of the tourism industry in general and 
of destination marketing and management in particular”. Indeed, the volume provides a 
succinct overview of many of the relevant challenges facing practitioners, along with a 
wealth of references to leading contributions in the field. Topics without in-depth coverage, 
which warrant consideration for inclusion in any future volume include: case studies of 
effective models of DMO structure and funding that enable effective destination 
management; strategic planning (particularly in light of the current and future challenges 
raised in the final chapter by Alan Fyall); the politics of governance decision making, policy 
and planning; product development strategies; quality management systems and service 
innovation; segmentation and target market portfolios; public relations; customer relationship 
management; and, performance measures. 
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